RIGAS EKONOMIKAS AUGSTSKOLA
STOCKHOLM SCHOOL OF ECONOMICS IN RIGA

SSE Riga Working Papers
2006:6 (84)

WEBSITE AS A MARKETING AND DISTRIBUTION CHANNEL
IN THE HOTEL INDUSTRY: THE CASE OF ESTONIA

Authors: Heidi Mallene
Kristine-Maria Muskina

ISSN 1407-0162
ISBN 9984-590-95-X

November 2006
Riga

Strélnieku iela 4a, Riga, LV-1010, Latvia « Phone: +371 7 015 800 * Fax: +371 7 830 249 « E-mail: Office@sseriga.edu.lv » www.sseriga.edu.lv



\

)
\
=
%
/

SRR

A’\E’
i

P
AP
\}

=

[ 2

RIGAS EKONOMIKAS AUGSTSKOLA
STOCKHOLM SCHOOL OF ECONOMICS IN RIGA

”;.
\

(@

SSE Riga Working Paper

Website as a Marketing and Distribution Channel
In the Hotel Industry: the Case of Estonia

Authors: Heidi Mallene
Kristina-Maria Muskina

Supervisor: Juris Ulmanis

2006
Riga



Mallene & Muskina 1

Acknowledgements

This paper would not be as thorough without the ledl Estonian hotel managers. In addition,
we are especially grateful to our supervisor Jutieanis for his valuable advice.

The authors would also like to thank Irina for kerd help and Angie for generously lending her
computer.



Mallene & Muskina 2

Abstract

This paper examines website development in thenistohotel industry and evaluates how
effectively a hotel website is used as a markedimg) distribution channel. The study is based on
the methodology used by several previous resear@hehecklist is created to analyze the
richness of the websites and management perspestoldained through questionnaires and in-
depth interviews. Having evaluated 127 websiteg€stbnian hotels and 41 questionnaires as
well as having interviewed several hotel managéesauthors find that the majority of hotels are
not fully using the opportunities that the Interpebvides. General trends show that hotels of
bigger size, higher class, members of local ormagonal chains, especially if they are located
in Tallinn, tend to have websites that are richercontent and are more user-friendly. The
management perspective reveals that hotel managassder their websites to be an important
strategic tool; however, there are still many deficies in website usage. Although many hotels
are already on the right track in effectively usimgrketing and distribution functions of a
website, still much has to be done to improve thent situation. The analysis made and the
projections for the future of e-commerce help tawdiconclusions and present suggestions for
improvements that could lead to an overall incrddseel of performance.
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1 Introduction
Marketing a service and marketing a produet iaevitably different due to the particular

characteristics of the two. Service marketing isstdered to be a separate and distinct branch of
marketing; its concept is complex and based omgbegnition of the uniqueness of all services.
Because of perishability, services cannot be starettherefore, marketing has to be exact and
timely. Though part of a service industry, the htipy business is even more specific as
market borders are difficult to define becausehefihternational clientele.

The hospitality industry is inseparable frdme tourism industry and the prosperity of hotels
is strongly dependent on the number of touristgingsa country. Tourism is very important for
the Estonian economy as according to the Estontamidm Board it contributes around 8.2% to
the country's GDP and provides a job for every mimhabitant. Moreover, the number of
incoming tourists has almost tripled during the [88 years and is increasing by around 12%
with each year (Enterprise Estonia, 2005). The daehfar hotels is growing as the number of
overnight stays is rising steadily and as a resuttie hotels are being established. However, the
tourism and hotel industries are also interrelate@ reverse way: when Estonian hotels do
marketing, they simultaneously advertise Estont@omote tourism and travel to Estonia; thus
good hotel marketing is essential.

As the Internet is becoming extremely wideafdreéhe main distribution channels are working
via the Internet: online booking systems and resem systems such as Galileo and Amadeus.
Moreover, the websites of many hotels are becoraty marketing and distribution channels as
it is possible to get information about a hotelad| as book a room through a website. In fact,
reservations made directly from the hotel websigerapidly increasing (Euromonitor, 2005). In
order to attract more direct bookings, many of ldsding hotel chains have recently made
substantial investment in website development.

The marketing communication aspect of the vwebs equally important. Appropriate
website attributes communicate the brand imagebaiid long-term awareness. As audiences of
prospects become increasingly expensive to reacligh advertising, the tools of the Internet
will become increasingly a media of choice, clafetch Waller (2002).

Realizing the importance of website developmanhotel marketing, we would pose our
research questions as follows: first, we would ltkeinvestigate how effectively Estonian

hotels use their website as a marketing and distrition channel; second, we would like to
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know what are the viewpoints of managers on this topicand lastly discusshat could be
done to improve current practice.

This study aims to analyse Estonian hotel wedsand pinpoint their strengths and
weaknesses. The findings of the study are relexaithey could help hotel managers to realize
what are the attributes that their hotel’'s webisiteacking and make the necessary improvements
that could in turn lead to overall increased lesfgberformance of the hotel.

In order to answer the research questitresauthors analyze the visible attributes of all
Estonian hotel websites in the selected samplegatiter additional information from the hotel
managers. For the latter, both questionnaires arakepth interviews are used to find out the
details of the process behind developing and maintaa website. Previous research and the
best practices from around the world are used &tuate the results from the Estonian market
and to suggest improvements.

The outline of the paper is as follows: in tbkkowing section the theoretical background and
previous research are presented. Section 3 givassaght into the hotel industry, presenting
evidence both from Estonia and around the worldtiGe 4 takes a look at the methodology of
the study, describing the sample and data collectezhniques used. The results obtained
through the checklist and contacts with managersiascribed and analyzed in Section 5. Next,
Section 6 answers our last research question awdes suggestions on what could be done to
improve the current practice of hotel marketingwigbsites. Finally, the last section summarizes
and concludes the paper.

2 Review of literature

2.1 From traditional communication channels to Inte rnet marketing
The literature on marketing communication cles provides a wide variety of possible

channels to use in developing the promotional mnafproduct or service. According to Alastair
M. Morrison, information and knowledge can be cominated to the customer using one of
five promotional techniques: these include adviegispersonal selling, sales promotions, PR &
publicity, and merchandising (2002, 365). There many ways for definite messages to be
communicated to customers using different promatiadachniques (see Appendix 1 for more
elements of individual communication channels) dand vital to choose the right promotional

mix.
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However, it should be mentioned that the costarred by using traditional communication
channels (be it radio, newspaper or television) ratber high, and currently, with rapidly
increasing development of interactive media, maommanies have started focusing more on
one of the most progressive marketing channelsddy's world — the Internet (Kotler, Bowen
and Makens, 2003, 736).

The development of Internet technologies hhaduplly changed the way business is done
in the hospitality industry and how marketing stgaés are designed. As Oenicke has put it, “in
contrast to the traditional marketing monologueermet marketing offers a dialogue, a mutual
exchange of information”, which is very importaat the hospitality industry as it sells services.
Thus an interactive communication network that vedoboth parties to establish direct
communication, is an ideal system for this indugt996, 59-66). Marketing on the Internet
allows one-to-one, one-to-many, and many-to-manyroanication, giving a chance for an
individual hotel, a group of hotels, or a hotelich@ target at the same time an individual client,
a group of clients, and the mass market as a whole.

Apart from establishing better interactive networkdernet marketing via a website offers
plenty of other advantages for the hotel indudggwie, David, and Francis Buttle, 2004):

e Elimination of intermediaries’ commission, GDS (G#&b Distribution System) booking

fee, and switch costs.

e Relatively limited capital investment needed to eleg Internet websites, compared to

the high cost of intermediary charges.

e The opportunity to provide high quality contempgranformation on the web-site

directly to customers (for example virtual roomrgju

e A search, book, and confirmation capability 24 tsour days a week.

¢ Internet as global marketing has no geographicttictions, has international reach.

2.2 The way to effective Internet marketing
Although Internet is perhaps the best and mostprehensive marketing medium, it is not

marketing all by itself and will not alone guaramtany success. In order to market online
successfully, one must be a good marketer and Kkmowto market the product or service as

well as the website itself. Bowie, David, and FiarButtle propose several tips on how to make
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Internet marketing efficient and first of all creaawareness of the existence of the website
(2004, 195-228):
e Choose and register the most appropriate domairenam
e Promoting the website with traditional marketingedia (indicate the web-site in
advertisements, newspapers, leaflets, brochuresdss cards, etc.).
e Having a good place in search engines and Intelirettories (e.g., Google, Yahoo).
e Advertising on the web — placing banners on thesiteb of other firms.
e Forming alliances with other firms: creating hypeattlinks on websites of partners and
other organisations.

Creating awareness of the website is definiteyemough: once the customers get to know
about its existence, it is important to motivatenthto return; therefore it is necessary to
constantly update the website, making the site nmdsFactive by running a simple newsletter,
offer the customers special incentives to use thiesite: offer different contests, bonus programs
(Levinson, 2005).

2.3 Previous Research: Analyzing the needs of cust omers and
evaluating hospitality websites
A recent study of hospitality websites hasvamthat the contents of existing websites do not

match consumer needs and about half of customeesierce difficulties finding the necessary
information on websites (“Online frustrations”, Z00This is a reality that has to be changed, as
according to Jeong and Lambert, by understandimgwoer needs and developing websites
accordingly, hotel managers “can effectively parfordirect marketing and mass
customerisation” through their websites (qtd. aw. Hom and Hsu, 2005).

The number of research papers examining theaations and attitudes of customers to hotel
websites is rather limited. One study suggests pleaiple believed the websites had to be
attractive, informative and interactive (Chu, 200Ahother study by Jeongt al. (2003) found
that customers viewed the content and quality efkbsite as the most important factors. These
are, however, rather general findings and can therently interpreted.

In the most recent and comprehensive reseancled out by Law, Hom and Hsu (2005), 304
travelers were interviewed to get customers’ parspe on the importance of different hotel
websites’ attributes. The results of the study slioat the most important dimensions for hotel

website visitors were reservation and facilitie®imation, room rates, basic contact and access
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information (telephone, e-mail, address, transpiorty visual representation of the hotel and
rooms, and information in different languages tumcreasing number of international visitors.
The least important features, according to theardents, were surrounding area information,
frequent guest program, meeting facilities, antuairtours.

Knowing customer expectations regarding hatebsites, the next step by a hotel manager

would be to evaluate their homepage. Several Sutiwe already tried to do this. In order to
evaluate hospitality websites, in 1996 the Corhkfgtel and Restaurant Quarterly published a
survey on hospitality websites and the featuresdbald be found there (Murphat al, 1996).
32 separate features were identified and then dethpi a checklist, which was used to observe
and determine to what extent the hospitality congsa@are using the advantages provided by
Internet marketing.. Based on their nature, thdufea were grouped into four categories:
promotion and marketing, service and informatioteractivity & technology, and management.

C.-S. Wan conducted a survey in order to eatalthe websites of international tourist hotels
and wholesale tourist operators in Taiwan (2002)e Todel of evaluation used consisted of
three categories: user interface, variety of infation, and online reservation.

A similar study was conducted by Zafiropouldsdana and Paschaloudius (2004). This
research used a quantitative method of measuresnen¢valuation of the information provided
by Greek hotel websites. The checklist createdhagd researchers is more advanced and the
applied model combines seven data dimensions:itfesil information, customer contact
information, reservation-price information, surrdurg area information, management of the
website, company information and communication. Tihdings of this paper point out that
Greek hotels use Internet potential only to a \@mnall extent and give little information on the
most important features — reservation and prices.

This research aims to create an integratedkiibebased on previous research with the help
of which the authors will count the applications each of the hospitality websites surveyed in
order to evaluate the websites and get an oveidlirp of the extent to which Estonian hotels

use Internet marketing.

3 Trends in the Hotel Industry and E-commerce
As a result of increased possibilitiesravel, hotel-keeping has become one of the larges

industries in the world. Recently, the major pesitgrowth factors have been the globalization

of companies, consumers' increasing desire to ltrarel the opening up of new markets
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(Euromonitor, 2005). Moreover, as a result of omlimooking, travel has become relatively
cheaper and easier.

As the competition is tight, new strategies eonstantly being developed by hotels. Room
facilities as well as additional services are gettimore sophisticated, as the customer is
becoming more demanding. Lately, the dominatingidréen the hospitality business is the
development of new, better targeted products.

Although traditional distribution channelslisthave the largest share of sales, Internet
bookings are growing rapidly. According to Eurontoni Internet sales are the highest in
Canada and the US, 21.7% and 18.3% respective85§2th most countries, though, it has not
reached a two-digit figure. Several years ago, sudime travel sites as Hotels.com and Expedia
started taking over a share of the off-line tramgéncies' sales. Nevertheless, these discount
websites take a large commission and do not alt@ahbtels direct control over the final prices.
Therefore, hotels make efforts to lead customesm ftravel websites to a company-operated
website.

In order to compete with the travel sites,el®thave started to offer the lowest price
guarantee on their websites. In 2003, the largestdh hotel chain Accor started displaying the
best available prices and last minute promotionsheir websites to motivate online bookings.
In eight months, online bookings increased by 608 the sales from the Accor website made
up almost 85% of the total online reservations.

Euromonitor predicts a decline in package days, as travellers need more flexibility and
therefore make more bookings through the Inter2@®%). This promises an even greater growth

in hotel e-commerce.

3.1 The Estonian Hotel Market
According to the Euromonitor report, Eastetrdpe was the second fastest-growing region

in international arrivals in 2004 (2005). Estoramongst others, has benefited from investment
in its tourism infrastructure and the emergencdowi-cost airlines. During the period 1999-
2004, the number of tourists went up 87% in Estomiaking it the 18 growth market in the
world.

In September 2005, there were nearly @@ t@oms in the Estonian hospitality industry

(Estonian Hotel and Restaurant Association, 2008h wew accommodation establishments
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opening up nearly every month. Most tourists stiline from Finland, but the relative share has
decreased (Estonian Statistical Bureau, 2005).

As the Estonian government invests around dllomEuro a year for the development of
tourism and Estonia is becoming more known arouredworld, the growth in this industry
probably will continue to grow.

Besides all the other types of accommodatioere are 137 hotels in Estonia, ranging from
small family hotels to large 400-room chain-opedgbeoperties. Most tourists come to Estonia
with group holiday packages organized by travelnagss. Although such group bookings are
usually a part of a longer term cooperation betwibenagency and the hotel and do not include
online transactions, all Estonian hotels have asiebThat fact is an important basis for this
paper, as the authors can assume that the hotsltevebrecognized as a tool by Estonian hotels.

The hotel industry is developing very fastEstonia and therefore, by the time this paper is

ready, there are probably more hotels and moreitestia Estonia than in this paper's sample.

4 Methodology

4.1 Sample
In this paper, all Estonian hotels that havevebsite have been studied. Other types of

accommodation companies such as hostels and goesedrwere eliminated from the sample.
When dealing with chain hotels, the website wadyaed only once, as most chains have a
common site with separate sections for each h&ieice the sections are often created and
developed by the same person in charge, the fasailrwould have been biased if the sections
had been analyzed independently.

In total there were 137 hotels in the samfileugh when accounting for chain websites, it
was estimated that a total of 130 websites hadetartalyzed; however, during the research it
turned out that 3 hotel websites were not functign{Kristiine, Maritime, and Minister),

therefore, a final sample of 127 hotel websites aradyzed.

4.2 Data collection
Data collection consisted roughly of threetgaFirstly, all the websites of Estonian hotels

were visited and analyzed according to the develogeecklist model. At the same time,

guestionnaires were sent to all the hotels to gattiermation from the managers' perspective.
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To get more in-depth information, four interviewgne conducted to cover broader discussion

topics.

4.2.1 Website visits
All the 127 websites were visited once at aspecified time. The time of the visit should not

be a concern, as the website must be at its bastygtoint of time.

The checklist developed by Zafiropoulos, Vramal Paschaloudius in 2004 was taken as a
basis for website evaluation. The main aim of thec&list that describes information features of
the hotel websites was to measure the overall volominformation offered and see to what
extent hotels adopt Internet strategies to getntbest of their websites. However, the authors
have modified the model so that it could bettetHgir research. In essence, the final model in
use aimed to evaluate the website of a hotel withoeasuring the value of the property’s
location or service quality of the hotel. Therefofeatures that could create such a bias have
been eliminated. For example, information aboutghepping possibilities near the hotel can
only be given by hotels in certain locations. There, this should not be a separate feature of
the website, but should be included in the “ardarests” section of the website. Moreover,
aspects that were not relevant for an ordinaryocust, such as franchise opportunities and job
offers, were excluded from the list. Hence, theckhst evaluates Estonian hotel websites from
the perspective of a potential customer. In addjtibe authors have slightly restructured the
previous checklist to allow conclusions to be mada manner more appropriate for this paper.
The checklist (Appendix 2) included the followingctions:

company and facilities’ information, surroundingear information, contact, reservation and
price information, management of the website, comication.

In order to gather the necessary data about #taris represented in hotel websites, an
Excel spreadsheet was created which included all i@bsites that were observed under 48
different features of the checklist representing $ix different sections described above. Apart
from that, the location of the hotel, the numberag@ms and each hotels’ URL were included in
the spreadsheet. All hotels were checked for trelahility of each feature, and in case the
website possessed a particular feature ‘1’ wagasdiand if not, then ‘0’ was assigned, which
afterwards enabled the authors to make summargaigtics in respect of the overall number of
hotels whose website possessed each particulardeats well as the number of features each
hotel had.
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4.2.2 Questionnaire
By sending the questionnaires to alllbtels in the sample, the authors wished to gather

information about the development and current uSénatel websites. The questions were
developed by the authors themselves but the theardtamework was of course taken into
account. The questions are divided into differesmttisns to address the various aspects of
website attributes (Appendix 3pgeneral information about the respondent and theelho
creation of the website, regular activities, resukttitudes.

The questionnaires were sent in electronimfty the Marketing department with a request
that they be forwarded to another person in chafgecessary.

The response rate was 32% (a total of 41agplivhich is a considerably high percentage for
an e-mail questionnaire. Although some managetsaléw questions unanswered, incomplete
guestionnaires were not eliminated from the sampbkcause the questions are not
interdependent.

Out of the total of 41 questionnaires, 23 wamewered by the Marketing or Sales Manager,
13 by the General Manager, and the rest by peapldintg other positions. 19 questionnaires
were answered by hotel managers from Tallinn anff@%2 elsewhere. Later in the analysis of

the fieldwork, the authors discuss the differemceesults for the hotels in the capital city.

4.2.3 Interviews
The aim of the interviews was to get in-depformation about the process and evaluation of

web-site performance from Estonian hotel managemseal as to put the website in perspective
with the overall marketing plan of the company. Titerviews were a continuation of the topics
covered in the questionnaires and helped the authwke qualitative conclusions from the
study. Although a certain sequence of questionsfalaved during the interviews, the authors
tried to leave the discussion fairly open in orttediscover new aspects of the study by letting
the managers speak.

The following issues were the basis of thenviews (see Appendix 4 for more details):
general information about the hotel, marketing @ities of the hotel, sales activities of the hotel,
hotel website.

Four interviews were conducted: 3 in Tallimdd. in Tartu. Two interviews were held with a
sales manager, one with a marketing manager, amavith a general manager, to avoid bias of

the position held by the interviewee. Each intewlasted for approximately 60 minutes and the
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authors took detailed notes of the discussion. mselts, combined with the questionnaire

answers, are analysed in the Management Perspeetitvef the paper.

5 Empirical findings and analysis
This section describes the findings made dfterresearch was completed and discusses the

guestions posed in the research question. Thetwteuof this part is similar to the structure of
the methodology: first the results and discussibthe checklist are presented and afterwards

findings from the questionnaires and the intervienesbrought up.

5.1 Analysis of checklist results
Analysis of the checklist results is presentedhe following way. First, the discussion of

overall statistics for all Estonian hotels withdaking into consideration location, size, or any
other factors is laid out. Afterwards, the locatfantor is taken into account and the statistics fo
the hotels located in Tallinn are compared to therall results for the whole Estonian hotel
industry. Thereafter, the importance of other fextsuch as size, class, and chain membership
are brought up. Lastly, discussion of the resulitained with the help of the checklist is

presented.

5.1.1 Richness of Estonian hotel websites
According to Sigala, richness is an importi@atture of the virtual marketplace, as it is “the

depth and the detail” of information that can béhbgiven to the customers or collected from
them (2003). We are going to observe to what eXstdnian hotels use the six data dimensions

that were evaluated with the help of the checkiist describe each of them in a more detail.

5.1.1.1Company and facilities information
It is important for a hotel website to posstbesfeaturescompany and facilities information’

as they help a customer to get acquainted withhttel and obtain an idea of what is offered in

the hotel and what expectations a person can form.
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Chart 1. Company and facilities’ information.

Company and facilities' info
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Source: Created by authors.

Chart 1 shows the percentage of Estonian hithelt use different features to describe their
company and hotel facilities information on therhsites. According to the graph, the majority
of the hotels give information on all five features

Although the percentage of hotels using ddifeifeatures of this dimension is rather high and
even higher than in the sample of Greek hotelsietiuth 2004 by Zafiropoulos, Vrana and
Paschaloudius, still the availability and qualifytibese features will be one of the first factors

that create an overall impression about the htital, every hotel should have them.

5.1.1.2Surrounding area information
Surrounding area information is needed to i®¢lients with information about the location

of the hotel and help find it, present the surrongsl and places worth visiting.

Chart 2. Surrounding area information.

Surrounding area information
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Source: Created by authors
Chart 2 shows that surrounding area informatiome@esented in the Estonian hotel

websites to a much smaller extent than the previlimension. What is rather surprising is that
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very few hotels provide clients with informationcalb eating places and bars in the area (2,4%).
The uncommonness of this feature might be explaimethe unwillingness of hotels to create
competition with restaurants that are usually & pathe hotel. Also, the small percentage of
hotels whose websites give information on transgat has to be taken to get to the hotel can be

explained by the fact that an average customerdviaike a taxi to get to the hotel.

5.1.1.3Customer contact information

Customer contact information allows clients dontact the hotel at any time to get the
necessary information, make a reservation, or thedlocation of the hotel, as well as to ask any

guestions that they might have.

Chart 3. Contact information.

Contact information
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Chart 3 summarises the importance of cont#otrmation as seen by the hotels. In fact, an
extremely small number of hotels are using a guestbhowever, this could be rather useful, as
it can serve two very important functions. a gussvk is a place where customers can leave
their comments; therefore, a guestbook can sereefesdback form and could later be analyzed
by managers to make improvements in the hotel. Mae positive comments about the hotel

left in the guestbook could serve as a good marggeétiol and attract new clients.

5.1.1.4Reservation-price information
Reservation — price information is an extrgmehportant dimension, as the possibility to

reserve a hotel via a website is an important feadnd plays a significant role in the distribution

system, as it eliminates intermediaries’ fees. Maotels have already employed this feature on
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their website; many are still planning to do iticerinformation and special offers are also
important attributes as they are determinant fadtwat help clients to make a choice.

Chart 4. Reservation-price information.

Reservation-price information
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Source: Created by authors.

As for the availability of these featurestbe websites of Estonian hotels, then 67,7% have
already installed reservation possibility via therbsite, which is already quite a high number
and is expected to rapidly increase in the future.

Prices are displayed by 96.9% of the hotedsydver, only 52% show prices both in EEK and
in Euro. The hotels should take into considerati@t the majority of tourists come from abroad
and would appreciate it if prices were expressedsotely in the local currency. Information
about accepted cards is given in 31,5% of hotelsite® though more hotels should use this, as
it is an inexpensive thing to do which can eliméatany inconveniences that could be observed

if it afterwards turned out that the client’s cavds not accepted.

5.1.1.5Management of the website
Management of the website includes both venpartant features (photos, selection of

languages), as well as features that are not ofgoiinportance but that could add much to make

the website more interesting and provide additiamfarmation.

Chart 5. Management of the website.
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Management of the website
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Chart 5 shows that almost all (99.2%) of rotehve a variety of photos on their website,
which is understandable as photos represent thdugptratself (the hotel building, rooms,
restaurant, etc.) and are very important for tientko decide whether he or she is willing to stay
in the hotel. Other features of this dimension @presented to a much smaller extent. For
example, it was possible to find links to partnergust 32.3% of websites. This is a category
that needs some attention, as according to theidsedescribed above, making alliances and
creating hyperlinks to partners is a cheap and#¥e marketing tool.

Another important feature that was exploredainthe management of the website was the
multilingualism of hotel websites; Table 1 descsiltiee findings regarding this category.

Table 1.Variety of languages used in hotel websites.

Languages English Finnish Swedish German Russian
93,7% 70,9% 9,4% 28,3% 59,8%
Out of 127 119 90 12 36 76
Source: Created by authors.

Apart from the Estonian language, the presefcBve languages was explored: English,
Finnish, Swedish, German, and Russian, as the iyaffrtourists belong to countries where
these languages are spoken. Apart from that, thwidm Lithuanian, and French were
represented in a few hotels.

5.1.1.6Communication
Effective communication with the client candishieved by having two-way communication:

providing the clients with all the information atidbe hotel and all the news that is happening,

as well as receiving feedback from them.
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Chart 6. Communication.
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Chart 6 shows that very few hotels use th&bsite as a communication tool. Not a single
hotel has a questionnaire for clients on the websihd only 18.9% are using the feedback
form, which is a rather small number. Customer li@ed#t is an important item that can help the
hotel better meet customer expectations, which evéesd to improved customer satisfaction

and overall improved operations; thus more hotetsikl consider adding this feature.

5.1.2 Comparison of results for Estonia and Tallinn
In this section the location factor is taketoiaccount while evaluating the results and the

overall results for Estonia that were describedhm previous part are compared to the results
gathered separately from the websites of Tallintelso The research has shown that generally
the hotels located in Tallinn have better resuti @ bigger number of hotel websites possess the
features that were analyzed. The reason for thghtntie the fact that Tallinn is the main tourist
destination, thus hotels there tend to make theipsites as attractive as possible. Moreover,
Tallinn has the largest number of hotels in congmarito other parts of Estonia (57 out of 137
are located in Tallinn).

Again, the sample was adjusted for chain websiwhile hotels with non-functioning
websites were drawn out of the sample, leavingrgtaof 43 hotels located in Tallinn.

Appendix 5 shows a comparison of the occueaiall 48 features in all Estonian hotels and
separately in Tallinn hotels. Already from the ffigdance at the table it can be seen that on
average more hotels in Tallinn possess each sepaatture than Estonian hotels overall. Out of
48 features only nine of them (about the comparea aterests, restaurants and bars in the area,

the Swedish and German languages, web designemlamds, last update, and press) are
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represented by fewer Tallinn hotels than Estoniatels overall, while the other 39 features
appear in Tallinn hotel websites more often or ashmas in all Estonian hotels in general. It is
worth mentioning that the hotels located in Tallifully predominate in the dimension
‘reservation-price information’, forming a big déffence in occurrence in comparison to all els in
Estonia. Moreover, as Table 2 shows, the averageauof features found in Tallinn hotels is
higher than the average number of features in Estdmotels: 22,76 (47,4% of all) versus 20,72
(43,2% of all). Also, the hotel with the most websieatures is located in Tallinn - maximum
features for Estonia is represented by the Taliotel The Three Sisters. Furthermore; the hotel
that has only eight website features is locatedsidet Tallinn, while the worst performing

website of a Tallinn hotel has 13 features.

Table 2.Comparison of statistics gathered for Tallinn argtdhia

Minimum Average Maximum
Tallinn 13 (27,1%) 22,76 (47%) 32 (66,7%)
Estonia | 8 (16,7%) 20,72 (43,2%) | 32 (66,7%)

Source: created by authors
This data shows that hotels in Tallinn tenchéwe websites richer in content than Estonian
hotels in general, meaning that they try hardeuge the opportunities that a good website can

provide.

5.1.3 The effects of other factors: size, class, an  d chain membership
The research by Zafiropoulos, Vrana and Padscotais, found out that “...hotel class, size

and chain membership are positively correlated whi amount of the information offered
through the hotel websites” (2004). It is claiméatta bigger of hotel gives an advantage in
terms of financial resources and technical expertiowever, we would not account for the size
factor only, as in many cases small hotels of adgdass have much better websites than bigger
hotels of a lower class; moreover, chain membengtopides a big advantage.

Appendix 6 gives information on the numberfedtures and the percentage of the overall
features that each separate hotel in Estonia passes its website. The table shows that indeed,
chain hotels have a number of features over theagee(which is 20,71 for Estonian hotels):
Reval Hotelgroup — 30, Domina -26, Nordic Hotel25; and Scandic Hotels — 22. The class of
hotel also matters considerably: The Three Sigtirel has the biggest number of features
among all Estonian hotels — 32. This hotel has @3yrooms; however it is the only hotel in

Estonia which is a member of Design Hotels™, wislbws it is a higher-class hotel, and it has
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a good explanation why this hotel turned out tothee ‘winner’ in the category of hotels that
possess the most features on their websites. nlals® be observed that the websites of larger
hotels, especially those of higher class or belogpgo chains, have a relatively large number of
features: for example, the Meriton Grand Hotel —f@dtures, Best Western Hotel Parnu — 30,
Metropool - 27, Puhajarve Puhkekeskus — 25, anersth

The results show that size, belonging to anghend class of hotel have an impact on the
quality and content of the hotel’s website; howeawnethis paper this is not analyzed in detail and

could be a good topic for further research.

5.1.4 General comments on checklist findings
The description of the results of the chextkliresented above shows that many hotels have

already understood the importance of their welzsta marketing and distribution tool; however,

much still has to be done in order to use Inteapgortunities effectively. As to general trends,

bigger hotels of higher class and those that amalmes of hotel chains, especially those located
in Tallinn, tend to have better websites. Desphiia,tthere is still much to be improved, and

unfortunately, none of Estonia’s hotels has a welis a level close to the best world examples.
For example, one of the world’s most famous hotelits Matrriott (2006) has 79,2% of the

features in our checklist, and the famous Frendhallohain Accor Hotels (2006) — 72,9%. At the

same time, the Estonian hotel with the most welaitébutes — Kolm Ode — has 66,7% of the
features, which is pretty close, though it is thestband rare example, while the majority of

websites possess under 50% of the features irhdekigst.

Although only around half of the features agppen hotels’ websites, this is not the
determinant of the effectiveness of the use of etamg and distribution via a website. As
previous research papers have shown, some atgilaueeregarded by Internet users as very
important, while by others as less or not impor&rall; therefore, this fact has to be taken into
account when making any judgements.

As the results of the study by Law, Hom andi Have shown, hotel website visitors regard
reservation and facilities information, room ratesntact information, and visuals as the most
important attributes (2005). At the same time, aumding area information, virtual tours,
management of the website and a frequent guestgmogre regarded as the least important.
Indeed, if we once again return to the resultshef ¢hecklist, it appears that the features the

customers find out to be unimportant, very rargdgesar on Estonian hotel websites. At the same
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time, important dimensions such as contact anditfasiinformation, and features such as room
rates and visuals are very frequently used. Howet&r possible to reserve a room online only
in 67,7% of the hotels, which is a rather small bemand more hotels should use this function,
as online reservation plays a very important réla @lirect online sales channel with the lowest
distribution cost” (Law, Hom and Hsu, 2005). Moreovthe function of communication is not
effectively used by Estonian hotels: very few hetebst the news (29,1%) and only 18,9% use
their website as a two-way communication channelcblecting feedback from customers.
Furthermore, a small number of hotels use a cheabpedfective Internet marketing tool —
making alliances and creating hyperlinks with parsn(32,3%).

The results of the checklist have shown thanyndeficiencies exist in Estonian hotel
websites; however, before making any conclusior@)agers’ perspective on the topic should be
observed.

5.2 The Management Perspective
This section of the paper discusses the sesiithe questionnaires and interviews to find out

issues about Estonian hotel website developmentrarthgement that cannot be discovered by
merely visiting the website. Moreover, it will giveformation about the attitudes of the
managers about the websites of their companiesdidip 7). All the completed questionnaires
are combined to see the overall results for Estddevertheless, as Tallinn is in many ways
different from other locations, it is essentiabttalyze its effect on the whole industry. Although
19 questionnaires from Tallinn are not enough t&eraseparate statistical analysis, the authors

try to observe how the answers from the managersalimn influence the overall results.

5.2.1 Creation and Development of the Website
e Most Estonian hotel website concepts have been edodut by the management team,

without including an IT or web-design company. Buthors of the paper find that it is not a
good practice, as professional IT advice could teatiore effective solutions.
e 34 out of 39 hotel websites were created not ta&ifgreign hotel website as an example. In
Tallinn, relatively more respondents said thatraiffn homepage was examined to get ideas.
e The target group for websites is mainly individudients. In locations outside Tallinn,

domestic clients are almost as important a tangetmas foreigners (Table 3).

Table 3.Hotel websites' target groups (1(the most impojtadithe least important)).
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Target group Estonia | Tallinn | Tallinn Centre
Estonian travel agencies 3.05 3.09 3.40
Foreign travel agencies 2.96 2.88 3.03

Domestic individual clients| 2.04 2.63 2.57

Foreign individual clients 1.97 1.70 1.37

Source: Created by authors.

Managers rated contact information, informationwtibe rooms/facilities and the existence
of photos as the most important features. Onlireemeation was rated relatively more
important for hotels in Tallinn.

On the scale 1-5, information about the weatheeived an average of 2.32 points. The
authors would advise using links to other websjeeg., weather, tourist information) as an
extension of the hotel's own homepage.

According to Andres Huul, Manager of Vana Wirudion Tallinn, managers are sometimes
afraid to put too much information on the website,order not to confuse the visitor
(interview, 2006). Nevertheless, popular sites sagshMarriott.com (Marriott, 2006) show
that good structure can hold a lot of informatioraiuser-friendly format.

The answers show that updates are mostly done tgpiibwever, in many cases, only
quarterly or yearly. In Tallinn, the situation istter, as 8 out of 19 respondents claimed to
make changes all the time.

The most frequent update is putting up a new gfferhotion (an average of 1.43) but in

Tallinn, the news section is changed more often firamotions (See Appendix 7, part 3).

5.2.1.1Creating Traffic

In order to create awareness and traffic, someliesiles have to be covered: an appropriate
domain name; a good place in search engines; promof the website via traditional and
Internet marketing; alliances with partners (Bovidg@04).

The domain names are mostly well chosen but mdstihisearch engines are still online
travel agencies and discount sites. Reval GrougXample, is using professional services to
optimize the website and to be better found indeangines (interview, 2006) but Reval is

one of the few to do so.
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To promote the website, traditional advertising nminly used (an average of 1.91).
Advertising on the Internet is also quite commowe(age 2.01) but using hyperlinks and

banners is surprisingly unpopular.

5.2.2 Website as a Marketing Channel

Most popular marketing activities are marketingotlgh print media, brochures, and
professional fairs.

Smaller hotels often have to rely on symbiotic netirlg (e.g. with the regional tourist
bureau). Triinu Akkermann, the Marketing and Salemager in Hotell Tartu, claimed that
many hotels in Tartu region cooperate in markesiciivities (interview, 2006)

A slight majority of managers believed marketind&the main function of a website.
Managers admit that a website is often more rediaéd brochures might not reach the final
customer through an agency.

Kaire Rikka from Nordic Hotels pointed out thattés nothing special about their website
and that is a strong minus (interview, 2005). Fgnmeirends show that hotel websites are
becoming representative of the uniqueness of thel htself (e.g. the Bulgari website
(2005)).

The questionnaire revealed that possibilities saglonline feedback or question forms are
relatively unimportant for managers (Appendix 7t 3.

Feedback received is often not analyzed propethys Tay seriously hold back two-way

communication and therefore harm the effectivenésise website as a marketing channel.

5.2.3 Website as a Distribution Channel

Depending on the features of the hotel, reservatitbrough the hotel website make up to
10% of total sales, mostly much less.

As found out from one of the interviews, hotels afien already totally booked for groups
and individual clients are not even able to boakrfrthe site. Therefore, the number of
inquiries through the website is larger than thalfonline sales.

Many managers admit that sales through the webséeaelatively profitable for the hotel
because no commission has to be paid.

All four interviewees claimed that they offer a absint (or free breakfast in the case of

Nordic Hotels) to motivate customers to book onrtivebsite.
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5.2.4 Analyzing Effectiveness
e Half the respondents claim that they do not meaheeffectiveness of their homepage.

e The hotels that measure results usually observe ntimaber of website visitors and
reservations coming from the site. A common praciE to see the increase in online
booking after a certain Internet offer.

e Many respondents claimed that they do not wanh&mge anything about their website.

6 Future Projections and Suggestions
After analyzing both the checklist results adlvas the management perspective, the authors

would like to give suggestions for improving theremt situation of hotel websites in Estonia.
The advice is based on the theoretical materialpaedicted future developments in this field.
One of the potential threats to weaketelsois that the current high growth in tourism
could stabilize in the future and the number ofeloinay rise to saturation level. Moreover,
when taking into account the movement from groupirtdividual travel pointed out by
Euromonitor, managers should definitely not undarege the role of e-commerce (2005).

As mentioned before, the reservation systeraniessential feature that all hotel websites
should possess. Nevertheless, in his book "Doesdifer?" (2004), Nicholas G. Carr claims that
having a good IT system cannot give a company getitive advantage because any system is
very easily replicated. Therefore, as hotel websdentinue to advance, having an excellent
booking system will no longer be an advantage botal, as all the hotels will have technically
appropriate and user-friendly sites. Hence, thé&idigion factor will not create a competitive
edge, whereas the marketing aspect continues tmp@tant. Lack of uniqueness is one of the
major drawbacks of today's Estonian hotel websérd the authors strongly recommend
thinking about how to make the company's homepage @ttractive and differentiated.

The most general suggestion is that hotel gensashould exploit the opportunities offered
by the Internet to the fullest. This process stavisn during creation of the website. We advise
using professional IT services and consultationamby for the technical part of the process, but
also for developing the concept in order not tdk& some possible solutions.

Concerning the amount of information providgdEstonian hotel websites, there is definitely
room for improvement. According to Lawt al, not only basic contact information but
additional facts about transportation and distarmzesimportant for the client (2005). Also, the

possibility to print out a map of the area and aot# of the hotel to feel psychologically safe is
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preferred by users. It is also important to empeathat implementing these suggestions takes
very little resources. Another inexpensive way takenthe website more effective is to create
alliances with co-operation partners. This is esakfor increasing the traffic on the site.

Some larger changes that would take more ressibut would be strongly recommended by
the authors would include adding languages and soare advanced features to the website. To
attract more nationalities, two languages are defin not enough. Concerning the more
advanced attributes, such as audio features amdalitours, having these is of course not
essential but would give the website positive digtveness.

One of the most important points the authoosild like to make is that more regular work
should be done to manage and develop the webs#bsités should be updated more often to
keep the information fresh and even more imporyamerformance and results should be
analyzed in order to make some sound conclusionstbide more effective. Moreover, making
the website work better as a two-way communicaticeinnel could improve user satisfaction as

well as giving managers some ideas about how teerttekwebsite more user-friendly.

7 Conclusion
The aim of this research was to identify to whateakhotels in Estonia use their websites as

a marketing and distribution channel. To achievs, ttve created a checklist containing six
dimensions that explain the richness of a websiteamalyzed 127 hotel websites in accordance
with these dimensions, as well as gained the viawp®f managers on this topic. In line with
the authors’ expectations, the results obtainesvghat much has to be done in order to achieve
the level of global best practice.

The results of the checklist help to answer orst fiesearch questionhow effectively the
Estonian hotels use their website as a marketing) distribution channelThe findings show
that on average websites are used rather inefédgthy the hotel management; however, the
difference in performance of the best and the woosél websites is rather substantial. This is
explained by such factors as location, size, clasd, chain membership. Taking into account
these factors, it was found out that hotels locatedallinn tend to have websites richer in
content and possessing more features from the ksteddoreover, bigger hotels, especially
those belonging to local or international chainsnéd out to have better websites. Furthermore,
the class of a hotel matters much: the higher thgscthe more effort the managers are putting

into developing an outstanding website, even ifttbeel is small (e.g. The Three Sisters Hotel).
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According to the checklist results, the featuthat are regarded as rather unimportant by
consumers (e.g., virtual tour, surrounding arearmftion) appear on websites rather seldom,
while more hotels try to place important websitatéees such as contact and facilities
information, prices, reservation information. Thajamity of Estonian hotels use their websites
as a marketing tool by inserting pictures and gyio show the hotel at its best, providing
relevant and necessary information and in such yaattaacting customers; however, not many
hotels use such an effective marketing tool as ifognalliances and creating hyperlinks with
partners. As for the role of a website as a distitlm channel, many hotels have already realized
the importance of functioning online reservatiorsteyns. Still, only 67,7% of hotels provide
their clients an opportunity to reserve a roommaliwhile ideally all hotels should possess this
feature if they do not want to lose an advantageter important aspect is that only 18,9% of
hotels have feedback forms and thereby, the welisiteot used effectively as a two-way
communication channel.

The second research questiowhat are the viewpoints of managers on this topics
answered by analyzing the questionnaires and ietesv with marketing and other hotel
managers. The results confirm that the featuredyrappearing on websites are regarded by the
managers as unimportant. For example, the majofitpanagers think that putting information
about the weather or having virtual tours is natessary. Indeed, the checklist has shown that
very few hotel websites have these features. Asémee time, very frequently appearing features
such as existence of photos, contact, facilitieésepand reservation information, are considered
to be very important by the managers. One of thexpected findings is that many managers
believe two-way communication in the form of onlifeedback or question forms to be rather
unimportant. Moreover, managers rarely analyseooust feedback and around half do not
measure the effectiveness of their website.

Although a website is regarded as one of tlestnimportant marketing tools, the main
marketing activities are done through print megrafessional fairs, and cooperation with tourist
agencies. Concerning distribution possibilities \@awebsite, managers claim that online
reservations are very important as they help elteircommission fees. In order to promote
online booking, incentive programs (such as dist®anfree services) are created for clients.

In order to answer the third research questiathat could be done to improve the current

practice—a set of potential solutions is presented by thbas. The suggestions proposed rely
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on the analysis made by the authors and ineffi@snicentified as well as on possible future
developments in e-commerce that could change teeofavebsites in the hotel industry.

We would propose that hotel managers shoule n@ore advantage of the opportunities that a
good website can create to achieve better oveealbpnance. More precisely, hotels should try
to make their websites more unique, well-structuesdl user-friendly, and provide links to sites
containing additional information. It is also impeamt that each hotel website should have a
functioning reservation system, as well as sene tag-way communication channel and enable
clients to send feedback. Moreover, it is necesdarymake alliances with other tourist
organizations, which would enable mutual promotiearthermore, the effectiveness of website
performance should be analyzed more (e.g., gueshteq customer feedback), and the
necessary improvements should be made. Unfortynatiklof the above is currently employed

by very few hotels.
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9 Appendices

Appendix 1: Communication Channels

Communication Channe

Advertisement Personal Sales Merchandising PR & Publicity
Selling Promotions
Print | Special -
i — Field Sales — Signs News &
Medie Offerc | Press
Newspapers | Telephone — Posters Releases
Magazines Sales — Coupons L
Direct mail Displays L News or
Outdoor — Inside Sales | _ Free I CP:rest
advertising Samples Price Lists onferences
L Gift Ceremonies
Certificates I~ openings
and events
Broadcast
Mediz | Announcem
ents
TV
Rgdlo Press &
 Video — Travel Trade
Seminars
L Marketing
|| Interactive Research
Medis
[ Internet
— E-mail
| Compact
discs
| Interactive
TV

Source: Morrison, Alastair M._ Hospitality and Travel Markeg. 3rd ed. New York: Delmar,
2002.Note: Graph composed by the authors.
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Appendix 2: The Final Checklist

Feature classification

Features

1. Company and facilities’ information

- about twmpany

- general description of hotel

- hotel facilities (reception, conference
halls, shops/gifts)

- room facilities

- dining & free time (bars, restaurants,
entertainment)

2. Surrounding area information

- area short dpson

- map

- distances

- area interests (sightseeing, shopping,
corporation facilities)

- weather

- ways of transportation

- restaurants & bars in the area

3. Customer contact information

- telephone

- fax

- e-mail

- address

- guest book

“FAQ

4. Reservation-price information

- reservation

- prices

- online availability of rooms

- online booking

- packages / promotion (individual and
group) / offers

- cards accepted

- for travel agencies

- rewards programs or members specia

1

- prices available in different currencies

5. Management of the website - photos

- Multilanguage English
Finnish
Swedish
German

Russian
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- web designer

- links to others

- links to partners

- video / virtual tour

- audio

- sign-in

- downloads

- search engines

- last update

6. Communication - newsletter

- announcements

- awards

- press

- questionnaire

- feedback / claim form

Source: Zafiropoulos, C., Vasiliki Vrana, and DimitriosaBchaloudis. An Evaluation of the
Performance of Hotel Websites using Managers’ Viaisut Online Information Services.
Greece: Technological Educational Institute of 8srr2004Note: modified by the authors.




Mallene & Muskina 32

Appendix 3: The Questionnaire

We are conducting a survey on the websites andfilngtion as a marketing and distribution
tool in the hotel industry and would like to askyour assistance. All the information provided
below is treated as strictly confidential and witit be used for any other purpose than this
research. The questionnaire will take around 10sfiButes of your time. Thank You!!!

Part 1. General Information
First we would like to ask for the general informatabout your company. Please, fill in the
blank spaces.

Your position:

Hotel's name:

Number of rooms in the hotel:
Number of employees:

PwnhE

Part 2: Creation of the website
This section contains the questions concerningltigse of creation of your website. Please
indicate

1. Who patrticipated in working out the concept of website:
2. Were there any foreign hotel websites taken axample? Yes / No
3. Who is your website meant to target to? (Pleaseate in the rank order):

Target group: Rank order:
- Estonian travel agencies

- Foreign travel agencies

- Domestic individual clients
- Foreign individual clients

Part 3: Regular activities
This section contains questions concerning the teaance and the regular activities that are
done on your website.

1. Is there a visitor counter on your website? Ye®/ N
2. How often is the website updated?
3. What sort of the updates is the most common? (lieacate in the rank order):

Updated field: Rank order:
- News
- Promotion
- Photos
- Reservations
- Information about hotel
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4. How do you get traffic to your website? (Pleasadate in the rank order):

Traffic:
- Hyperlinks
- Banners
- Traditional advertising
- Internetadvertising

Rank arde

Part 4: Results

This section contains questions on the marketirtydastribution results that are provided by
your hotel’s website.

How many online reservations are received monthly?

Do you receive feedback from your customers viasiteB Yes / No / Not enough
How is the feedback analyzed?

Do you regularly analyze the performance of youbsite and how do you do it?

Do you think the investment in the developmenthef website has paid off? Yes / No /
Not fully

Al A o

Part 5: Attitudes

This section contains questions on your attitudeualthe hotels’ website and its marketing and
distribution functions.

1. How important is the website considered to belierliotel's marketing communication?
[1 Absolutely unimportant

[ ] Considerably unimportant

[1 Neither important nor unimportant
[1 Rather important

[] Very important

2. How important is the website considered to beliertiotel’'s sales?
[ Absolutely unimportant
[] Considerably unimportant
[] Neither important nor unimportant
[0 Rather important
[ Very important

3. In your opinion, what is the main function of ydwtels’ website?
[] Marketing

[ 1 Distribution
[l Other

4. How important are these attributes for a hotel weBgPlease chose from scale 1-5)
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Neither
Absolutely Considerably | important Rather Very
Attributes unimportant | unimportant nor important important
unimportant
History of the 1] 2 [ 30 4[] Sl
hotel
General 1] 2 O 30 4[] o[ ]
description
Info about 1 2 O 30 4[] 5]
facilities
Info about the 1 [ 2 O 3 4] 5]
rooms
Contact info 1 [ 2 O 3 4] o]
FAQ-s 10 2 [ 3 4] O]
Possibility for 1 [ 2 [ 30 4] Sl
online feedback
Possibility for 10 2 [ 30 4[] S ]
online questions
Online 10O 2 [ 30 4[] 5]
reservations
Prices 10 2 [ 3] 4[] Sl
Map 10 2 [ 30 4[] o]
Transportation 1 2 O 3 4] o]
info
Weather 1 [ 2 O 3] 4] o]
Photos 10O 2 [ 30 4[] Sl
Virtual tours 1 [ 2 O 3 4[] S

5. Are you planning to radically change your webgit¢hie near future?

6. What would you like to change about your website?
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Appendix 4: The Interview Guide

This guide lists the questions asked during therurews. Although certain sequence of
guestions is maintained, the discussion shouleéfi@pen and fairly unstructured in order to
discover new aspects that the managers might tell.

Part 1. General Information
In this part general questions about the hotel grelperson interviewed are asked.

Name of the hotel:

What is your name and position?

How old is the hotel?

How many rooms are there in the hotel?

How long have you been working for this hotel arfthivis your experience in the field
of hospitality?

arnNE

Part 2: Marketing Activities
This part contains questions on the marketing #&&s/that are employed by the hotel
management.

1. Do you have a marketing department or a persoronssdiple for the marketing activities
in your hotel?

2. How big is your marketing department and what beerhain responsibilities of these
people / this person?

3. How big is your marketing budget (in % in companiso overall budget)?

4. What are the main marketing activities? What comigation channels do you use to
market the hotel (type of media)?

5. Do you consider hotel website to be an importaok tm market your hotel's services?

6. In your opinion, what is the main function of thetél website?

Part 3: Sales Activities
This part contains questions on the marketing #&&s/that are employed by the hotel
management.

1. How big is your sales department and what are thi@ nesponsibilities of these people /
this person?
2. How large is the share of online bookings througtrywvebsite of the total sales?
3. Do you offer any incentives for the customers te ysu hotel’s website (contests, bonus
programmes, etc.)?
4. Do you consider hotel website to be an importaol to distribute your hotel’s services?

Part 4: Hotel Website
This part contains question about hotel’'s websiteeigard to its creation, maintenance and
evaluation of its performance.
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Creation
1. When was the website of your hotel launched?
2. Who has been creating your website: do you hayeaa IT department doing it or are
you outsourcing the specialists?
3. Who is in charge of the content of the website?
4. When creating a website, did you intend to targgtspecific groups by it?
5. What determines the choice of languages that d&eeeadf on your website?
6. In your opinion, what are the most important feasuthat a hotel’s website should

definitely include?

Development

1.
2.
3.

4.

How often is your website updated?

What field is most frequently updated?

How do you market your website and make people @awhits existence (banners,
special advertisements, etc.)?

Have you formed any alliances with other tourisrmpanies in order to mutually
promote each others websites? How is it done?

Evaluation

1.
2.
3.

How many people visit your website (on a monthlgibg

What are the most popular pages on the website?

Do you receive many orders online or the inquibg®-mail? If yes, then how many (in
% of overall inquiries)?

Do you receive feedback from your customers viasiteB If yes, then do you afterwards
evaluate the feedback and take any steps to lheffiesyour customers’ expectations?
Can you name major strengths of your website inpaomon to other hotels’ websites?
Can you name major weaknesses of your websitenmmpadson to other hotels’
websites?

Do you think the investment in your website hagl pdf?

Are you planning to make any radical changes inntbbsite of your hotel in the near
future?

What changes about your website could you consider?
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Appendix 5 — Comparison of the occurrences of featu res in all
Estonian and separately in Tallinn websites
Feature Features
classification Occurrence:
Estonia Tallinn Difference

1. Company and| - about the company

facilities’

information 81,89% | 74,42% -7,47%
- general description
of hotel 91,34% | 95,35% 4,01%
- hotel facilities
(reception, conference
halls, shops/qifts) 99,21% | 100,00% 0,79%
- room facilities 97,64% | 97.67% 0,04%
- dining & free time
(bars, restaurants,
entertainment) 93,70% | 95,35% 1,65%

2. Surrounding | - area short description

area information 76.38% | 79.07% 2.69%
- map 77,17% | 86,05% 8,88%
- distances 41,73% | 67,44% 25,71%
- area interests
(sightseeing, shopping,
corporation facilities) 20,47% | 16,28% -4,19%
- weather 7,87% | 11,63% 3,75%
- ways of
transportation 8,66% | 11,63% 2,97%
- restaurants & bars ir
the area 2,36% | 2,33% -0,04%

3. Customer - telephone

contact

information 100,00% | 100,00% 0,00%
- fax 96,06% | 100,00% 3,94%
- e-mail 99,21% | 100,00% 0,79%
- address 100,00% | 100,00% 0,00%
- guest book 6,30% | 11,63% 5,33%
-FA.Q 0,79% | 2,33% 1,54%

4. Reservation- | - reservation

price information 67,72% | 95.35% |  27,63%
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- prices 96,85% | 100,00% 3,15%
- online availability of
rooms 7,09% | 18,60% 11,52%
- online booking 67,72% | 9535% |  27,63%
- packages / promotion
(individual and group)
| offers 54,33% | 65,12% 10,79%
- cards accepted 31,50% | 53,49% |  21,99%
- for travel agencies 1.57% 4,65% 3,08%
- rewards programs of
members special 16,54% | 20,93% 4,39%
- prices available in
different currencies 51.97% | 72.09% 20,12%
5. Management | - photos
of the website 99,21% | 100,00% 0,79%
- Language: English 93,70% | 95,35% 1,65%
Finnish 70,87% | 76,74% 5,88%
Swedish 9,45% |  4,65% -4,80%
German 28,35% | 27,91% -0,44%
Russian 50,84% | 83,72% |  23,88%
- web designer 23,62% | 23,26% -0,37%
- links to others 37,01% | 44,19% 7,18%
- links to partners 32,28% | 44,19% 11,90%
- video / virtual tour 11,81% | 20,93% 9,12%
- audio 6,30% |  9,30% 3,00%
- sign-in 157% |  2,33% 0,75%
- downloads 0,79% |  0,00% -0,79%
- search engines 9,45% | 16,28% 6,83%
- last update 0,79% |  0,00% -0,79%
6. - newsletter
Communication 29,13% | 41,86% 12,73%
- announcements 37,01% | 55,81% |  18,81%
- awards 3,94% | 4,65% 0,71%
- press 1,57% 0,00% -1,57%
- questionnaire 0,00% |  0,00% 0,00%
- feedback / claim
form 18,90% | 27,91% 9,01%

Source: created by authors.
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Appendix 6 — Number and percentage of features obse rved in each
individual hotel

Number % of

of N of overall
Name of the hotel City rooms Webpage features | features
TALLINN HOTELS: Average number of features: 22,76 47,4%

Tallinn-

Alexi Ndmme 6 | www.alexi.ee 22 45,8%
Athena Viimsi 60 | www.hotellathena.ee 23 47,9%
Barons Tallinn 34 | www.baronshotel.ee 20 41,7%
BWH Tallink Tallinn 349 | http://bwhotel.tallink.com/eng/index.php 24 50,0%
City Hotel Portus Tallinn 107 | www.tallinnhotels.ee 25 52,1%
Comfort Hotel Oru Tallinn 51 | www.oruhotel.ee 24 50,0%
Dorell Tallinn 7 | www.dorell.ee 17 35,4%
Dzingel Tallinn 240 | www.dzingel.ee 22 45,8%
Ecoland Tallinn 76 | www.ecoland.ee 25 52,1%

80
Gabriel Tallnn places www.hotelgabriel.ee 22 45,8%
Getliin Saku 13 | www.zone.ee/hotell getliin/ 12 25,0%
G9 Tallinn 23 | www.hotelg9.ee 21 43,8%
Hermes Tallinn 37 | www.hermes.ee 22 45,8%
Imperial Tallinn 32 | www.imperial.ee 25 52,1%
Kelluka Tallinn 11 | www.kelluka.ee 18 37,5%
Kolm Ode Tallinn 23 | www.threesistershotel.com 32 66,7%
Kurtna Kurtna 14 | http://hotell.kurtna.com 24 50,0%
Lembitu Tallinn 16 | www.lembituhotell.ee 14 29,2%
Lillekula Tallinn 31 | www.lillekulahotel.ee 20 41,7%
Meriton Grand Hotel Tallinn 164 | www.grandhotel.ee 31 64,6%
Metropool Tallinn 144 | www.metropool.ee 27 56,3%
Mihkli Tallinn 77 | www.mihkli.ee 26 54,2%
Nepi Hotell Tallinn 11 | www.nepihotell.ee 19 39,6%
Nordic Hotels: Tallinn www.nordichotels.ee 25 52,1%
Skane 38
L'Ermitage 46
Old Town Maestro's Tallinn 23 | www.maestrohotel.ee 18 37,5%
Olevi Tallinn 17 | www.olevi.ee 25 52,1%
Peopleo Laagri 53 | www.peoleo.ee 16 33,3%
Pirita TOP SPA Hotell Tallinn 267 | www.topspa.ee 31 64,6%
Radisson SAS Tallinn 280 | http://tallinn.radissonsas.com 20 41,7%
Rotermanni Tallinn 38 | www.rotermanni.ee 20 41,7%
Rotermanni Viiking Tallinn 33 | www.vikinghotel.ee 19 39,6%
Sokos Hotel Viru Tallinn 257 | www.viru.ee 26 54,2%
Stroomi Tallinn 137 | www.stroomi.ee 24 50,0%
Susi Tallinn 101 | www.susi.ee 26 54,2%
Taanilinna Tallinn 20 | www.taanilinna.ee 25 52,1%
Tatari 53 Tallinn 36 | www.tatari53.ee 22 45,8%
Tahetorni* (9 keelt) Tallinn 35 | www.thotell.ee 21 43,8%
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Uniquestay* (7 keelt) Tallinn 77 | www.uniquestay.ee 27 56,3%
Valkla Rand Valkla www.valklarand.ee 13 27,1%
Vana Wiru Hotel Tallinn 82 | www.vanawiru.ee 29 60,4%
Villa Stahl Tallinn 8 | www.villastahl.ee 19 39,6%
Ulemiste Tallinn 132 | www.ylemistehotel.ee 26 54,2%
Reval Hotelgroup: Tallinn www.revalhotels.ee 30 62,5%
Olumpia 390
Park 121
Central 247
Reval-Express 163
Scandic Hotels Eesti: Tallinn www.scandic-hotels.ee 22 45,8%
Palace _
St. Barbara 86
Rannahotell 62
Schldssle* (awards!) Tallinn 27 | www.schlossle-hotels.com 25 52,1%
Vihterpalu mdis Harjumaa 32 | www.vihterpalu.ee 14 29,2%
Domina: Tallinn www.dominahotels.ee 26 54,2%
Inn City 68
liImarine 150
GO Hotel Shnelli Tallinn 124 | www.gohotels.ee 25 52,1%
Merchant House* (mitte
I6petatud website) ? Tallinn 37 | www.merchantshousehotel.com 26 54,2%
TARTU HOTELS: Average number of features: 21,8 45,4%
Barclay Tartu 49 | www.barclay.ee 20 41,7%
Draakon Tartu 41 | www.draakon.ee 20 41,7%
Hansa Tartu 22 | www.hansahotell.ee 21 43,8%
Hotell Tartu Tartu 62 | www.tartuhotell.ee 25 52,1%
lhaste Tartu 46 | www.ihastehotell.ee 22 45,8%
Kantri Hotell Tartu 27 | www.kantri.ee 21 43,8%
London Tartu 60 | www.londonhotel.ee 23 47,9%
Pallas Tartu 61 | www.pallas.ee 26 54,2%
Park Hotell Tartu 19 | www.parkhotell.ee 20 41,7%
Rehe Tartu 85 | www.rehehotell.ee 20 41,7%
PARNUMAA HOTELS: Average number of features: 20,9 43,6%
Aisa Parnu 30 | www.aisa.ee 21 43,8%
Ammende Villa Parnu 24 | www.ammende.ee 24 50,0%
BWH Péarnu Parnu 80 | www.pergohotels.ee 30 62,5%
Emmi Parnu 32 | www.emmi.ee 19 39,6%
Koidula ParkHotell Parnu 39 | www.koidulaparkhotell.ee 22 45,8%
Legend Parnu 22 | www.legend.ee 22 45,8%
75
Lepanina Parnu places www.lepanina.ee 13 27,1%
Seegi Maja Parnu 53 | www.seegimaja.ee 14 29,2%
Strand* Parnu 187 | www.strand.ee 25 52,1%
Tervise Paradiis Parnu 122 | www.spa.ee 23 47,9%
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Valli Parnu 33 | www.valli.ee 17 35,4%
Vesiroos Parnu 13 | www.pina.ee 19 39,6%
Victoria Parnu 23 | www.victoriahotel.ee 23 47,9%
LAANE-VIRUMAA
HOTELS: Average number of features: 17,5 36,5%
Palmse Parkhotell Lahemaa 27 | www.phpalmse.ee 17 35,4%
Rannaliiv VOsu 11 | www.rannaliiv.ee 16 33,3%
Laane-
Sagadi mdis Virumaa 14 | www.rmk.ee 18 37,5%
Wesenbergh Rakvere 45 | www.wesenbergh.ee 19 39,6%
IDA-VIRUMAA HOTELS: Average number of features: 21,2 44,1%
Kohtla-
Alex Jarve 10 | www.alex.ee 23 47,9%
Etapp Narva 19 | www.hot.ee/etapp 18 37,5%
King Narva 23 | www.hotelking.ee 17 35,4%
Krunk Sillaméae 21 | www.krunk.ee 17 35,4%
Laagna Laagne 15 | www.laagna.ee 23 47,9%
Narva-
Liivarand Joesuu www.liivarand.ee 18 37,5%
Ida-
Saka CIiff Hotel & SPA Virumaa 33 | www.saka.ee 28 58,3%
Wironia Johvi 21 | www.wironia.ee 18 37,5%
Hotell Inger Narva 70 | www.inger.ee 22 45,8%
NARVA Narva 51 | www.narvahotell.ee 25 52,1%
Kalvi Mbis 28 | www.kalvi-hotel.com 24 50,0%
JARVAMAA/RAPLAMAA
HOTELS: Average number of features: 18 37,5%
Neli Kuningat Paide 24 | http://kodu.neti.ee/~dy003a 16 33,3%
Ruunawere Raplamaa 16 | www.ruunawere.com 20 41,7%
SAAREMAA/HIUMAA
HOTELS: Average number of features: 18,1 37,7%
Arabella Kuressaare 52 | www.arabella.ee 19 39,6%
Arensburg Kuressaare 25 | www.sivainvest.ee/content.asp?sid=6 24 50,0%
Daissy Kuressaare 15 | www.daissy.ee 18 37,5%
Georg Ots Spa Kuressaare 91 | www.gospa.ee 24 50,0%
Heltermaa Hiiumaa 18 | www.heltermaahotell.ee 18 37,5%
Johan Kuressaare 22 | www.Ssaaremaa.ee/johan 17 35,4%
Kuressaare Linnahotell Kuressaare 18 | http://linnahotell.kontaktid.ee 23 47,9%
Liilia Hiiumaa 13 | www.liiliahotell.ee 17 35,4%
Lossi Saaremaa 10 | www.saaremaa.ee/housing/lossihotell 15 31,3%
Lookese Hiiumaa 38 | www.lookese.com 22 45,8%
Merekivi Kuressaare 51 | www.tt.ee/merekivi 9 18,8%
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Nasva,
Nasva Jahtklubi Saaremaa 21 | www.saaremaa.ee/nasvahotel 15 31,3%
Padu Hiiumaa 18 | www.paduhotell.ee 16 33,3%
Repo Kuressaare 14 | www.saaremaa.ee/repo 18 37,5%
Saaremaa*** (ways of tr.
In links) Saaremaa 41 | www.saarehotell.ee 25 52,1%
Sdnajala (all lang. +latv,
lith) Kardla 26 | www.hiiumaa.ee/sonajala 16 33,3%
Vanalinna Vodrastemaja | Kuressaare 14 | www.vanalinna.ee 12 25,0%
HAAPSALU/LAANEMAA i
HOTELS: Average number of features: 15,4 32,1%
Haapsalu (+prantsuse i
keel) Haapsalu 38 | www.haapsaluhotel.ee 13 27,1%
Kongo Haapsalu 21 | www.kongohotel.ee 18 37,5%
Promenaadi Haapsalu 32 | www.promenaadi.ee 17 35,4%
Péeva Villa Haapsalu 18 | www.paevavilla.ee 18 37,5%
Tammiku Haapsalu 24 | www.tammiku.ee 11 22,9%
POLVAMAA HOTELS: Average number of features: 23 47,9%
Pesa Pdlva 30 M.kaqureis.ee 23 47,9%
VALGAMAA HOTELS: Average number of features: 18,9 39,4%
Bernhard Otepaa 32 | www.bernhard.ee 24 50,0%
Hotell de Tolly Torva 11 | www.hotelldetolly.ee 17 35,4%
Karupesa Otepaa 29 | www.karupesa.ee 28 58,3%
Lille Hotell Otepaa Valgamaa 25 | www.lillehotel.ee 13 27,1%
Metsis Valga 18 | www.hotellmetsis.com 8 16,7%
Otepaa Kesklinna Hotell | Otepaa 12 | www.kesklinnahotell.ee 11 22,9%
Pigilinna Torva 11 | www.pigilinna.ee 14 29,2%
Pihajorve Puhkekeskus | Otepaa 98 | www.pyhajarve.com 25 52,1%
Taagepera Loss* Valgamaa 32 | www.taageperaloss.ee 30 62,5%
VILJANDIMAA HOTELS: Average number of features: 17,5 36,5%
Centrum Viljandi 27 | www.centrum.ee 15 31,3%
Grand Hotel Viljandi Viljandi 49 | www.ghv.ee 20 41, 7%
16-80

Oma Kodu Viljandi places www.omakodu.ee 14 29,2%
Peetrimdisa Villa SPA Viljandi 15 | www.peetrimoisavilla.ee 21 43,8%
VORUMAA HOTELS: ,_Average number of features: 19,5 40,6%
Kubija Voru 55 | www.kubija.ee 25 52,1%
Tamula Véru 24 | www.tamula.ee 14 29,2%

Total av. Number of features: 20,72 43,2%

Source: created by authors.
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Appendix 7 - Questionnaire results '

Part 1: General Information

1. Your position:

General Manager: 13 (TIn: 1); Sales Manager: 10:(3); Marketing Manager: 9 (TIn: 9);
Sales and Marketing Manager: 4 (TIn: 2); (MarketiAgsistant: 3 (TIn: 2); Chief
Administrator: 2 (TIn: 0)

Part 2: Creation of the website

1. Who patrticipated in working out the concept of website:
Management team: 16 (TIn: 10); Management and ddsigompany: 11 (TIn: 6) ; Manager
and designer: 2 (TIn: 0); Webdesign company: 1:(T)n

2. Were there any foreign hotel websites taken axample?
Yes: 5 (Tin: 4)
No: 34 (Tin: 15)

3. Who is your website meant to target to? (Pleaseate in the rank order):

Target group: Estonia  Tallinn Thah centre
- Estonian travel agencies 3.05 3.09 3.40

- Foreign travel agencies 2.96 2.88 3.03

- Domestic individual clients 2.04 2.63 2.57

- Foreign individual clients 1.97 1.70 1.32

Part 3: Regular activities

1. Is there a visitor counter on your website?
Yes: 15 (TIn: 10)
No: 26 (TIn: 9)

2. How often is the website updated?
All the time (every day if needed): 8 (TIn: 8); Bals on the need: 6 (TIn: 2); When a new
offer: 2 (TIn: 0); Every week: 3 (TIn: 0); Many tes a month: 3 (TIn: 0); Once a month: 10 (TIn:
6); Once in a quartal: 2 (TIn: 0); Once a yearTd(1)

! Depending on the question type, the figures shiiveethe number of answers given or the averagdl of
responses in the whole sample (including Tallifii).gives the figures for Tallinn separately.
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3. What sort of the updates is the most common? (Plieaécate in the rank order):

Updated field: Estonia Tallinn
- News 1.78 1.51
- Promotion 1.43 1.67
- Photos 3.36 3.41
- Reservations 3.94 4.09
- Information about hotel | 3.17 3.38

4. How do you get traffic to your website? (Pleasadate in the rank order):

Traffic: Estonia Tallinn
- Hyperlinks 2.37 2.61
- Banners 3.26 2.75
- Traditional advertising 1.91 1.69
- Internet advertising 2.01 2.24

Part 4: Results

1. How many online reservations are received monthly?
0%-10% (Figures vary)

2. Do you receive feedback from your customers viasite
Yes: 14 (TIn: 8)

No: 11 (Tin: 4)

Not enough: 15 (TiIn: 7)

3. How is the feedback analyzed?
Not analyzed: 7 (+those who do not get feedbaallafTIn: 1); Meetings and discussions with
management and with employees: 3 (TIn: 1); Repiéoclient: 3 (TIn: 3); Make statistics: 2
(TIn: 2); Make conclusions to have better resdltéTIn: 0); Thoroughly: 1 (TIn: 0); Try to find
the roots of the problem and solve it: 1 (TIn:I@positive feedback, share it with employees: 1
(TIn: 0); Discuss and change smth if needed: 1:(@JnDepends on the problem: 1 (TIn: 0); The
emloyee who is critizised has to make his own agiohs: 1 (TIn: 1); Take the comment into
account: 1 (TIn: 1); By updating the website: In(Tl); We are creating a system for it at the
moment: 1 (TIn: 1); Try to improve: 1 (TIn: 1)

4. Do you regularly analyze the performance of youbsite and how do you do it?

No:20 (TIn: 8)

Yes: 21 (TIn: 11)
Nr of reservations: 6 (TIn: 4); Discuss with thermagement and change for better: 2 (TIn: 1);
Statistics: 2 (TIn: 1); Ask from clients: 2 (TIn);From TurismiwebInfoweb,the number of
monthly clicks: 1 (TIn: 0); When offers, see thergase in booking: 1 (TIn: 0); Depends on the
need: 1 (TIn: 0); Number of website visitors: 1n(TD); Where the visitors click from: 1 (TIn: 0);
Web-stat: 1 (TIn: 1); Special program to see wltleeevisitors came from (country) and how
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long did they stay on the website, which sectiasged: 1 (TIn: 1); Test themselves (e.qg.
booking): 1 (TIn: 1); Keep track of number of visi, comments, mailing list users: 1 (TIn: 1);
By observing the website: 1 (TIn: 1)

5. Do you think the investment in the developmenthefwebsite has paid off?
Yes: 37 (TIn: 16)

Not fully: 3 (TIn: 2)

No: 1 (Tin: 1)

Part 5: Attitudes

1. How important is the website considered to belierliotel's marketing communication?
[1 Absolutely unimportant: 0
[ ] Considerably unimportant: 1 (TIn: 0)
[1 Neither important nor unimportant: 2 (TIn: 0)
[1 Rather important: 6 (TIn: 2)
[ Very important: 32 (TIn: 17)

2. How important is the website considered to beliertiotel’'s sales?
[1 Absolutely unimportant: 0
[ ] Considerably unimportant: 1 (TIn: 0)
[ Neither important nor unimportant: 1 (TIn: 0)
[0 Rather important: 11 (TIn: 5)
[l Very important: 28 (TIn: 14)

3. In your opinion, what is the main function of ydwtels’ website?
[ Marketing: 26 (TIn: 13)
[] Distribution: 24 (TIn: 11)
[1 Other: 2 (Information (facts) about theeip{TIn: 1)

4. How important are these attributes for a hotel weBgPlease chose from scale 1-5)

Neither

Absolutely Considerably | important Rather Very Average score
Attributes unimportant unimportant nor important | important

(D) (2) unimportant | (4) (5)

3)

All | TIn All Tin All  [Tn Al TIn AL Tin All TIn
EiStflJWOfthe 0 0 9 5 12 | 5 15| 8 5 1 3.39 3.26
ote
General 0 0 0 0 0 0 14| 6 27| 13| 4.66 4.68
description
Info about 0 0 0 0 1 1 4 2 36| 16|/4.85 |4.79
facilities
Info about the | O 0 0 0 0 0 5 4 36| 15/4.87 | 4.79
rooms
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Contactinfo | O 0 0 0 0 0 1 0 40| 19/ 4.98 | 5.00
FAQ-s 8 3 11 5 12| 5 8 5 2 1 2.68 2.79
Possibility for | O 0 0 0 10 | 3 17 10| 14| 6 410 4.16
online

feedback

Possibility for | 1 0 3 1 7 4 16| 9 14 5 3.78 3.95
online

guestions

Online 2 0 0 0 2 0 8 2 29| 17| 4.514.89
reservations

Prices 1 0 0 0 2 1 4 3 34| 15| 4.71 4.74
Map 0 0 1 1 2 2 17| 5 21| 11| 4.41 4.37
_TrfanSportation 0 0 5 1 10 | 4 19| 10| 7 4 3.68 3.89
info

Weather 11 | 2 11 7 14| 8 2 5 0 232 2.53
Photos 0 0 0 0 1 0 5 3 35| 16| 4.884.84
Virtual tours | 6 2 12 8 15| 6 4 2 3 1 2.65 258

5. Are you planning to radically change your websit¢hie near future?
No: 27 (TIn: 10)
Yes: 13 (TIn: 8)
Changing and improving all the time: 1 (TIn: 1)

6. What would you like to change about your website?
Nothing: 8 (TIn: 0); Add photos: 6 (TIn: 3); Makiemore userfriendly: 5 (TIn: 3);
Structure: 4 (TIn: 3); New image/design: 5 (TIn; Gnline booking more efficient: 3
(TIn: 3); More modern: 3 (TIn: 3); Add a visitor water: 2 (TIn: 0); Feedback: 2 (TIn: 2);
Target groups: 2 (TIn: 2); Add on-line booking:r(: 2); Make the work more
efficient/quick (adding offers): 2 (TIn: 0); Add meinfo: 2 (TIn: 0); Add mailing list
service: 1 (TIn: 0); Add languages: 1 (TIn: 0); Aldks: 1 (TIn: 0); Better contact info: 1
(TIn: 1); Questionnaire: 1 (TIn: 1); Youth-oriented(TIn: 1); More special/unique: 1
(TIn: 1); More sales oriented: 1 (TIn: 1); Virtualurs: 1 (TIn: 1)




